INTRODUCTION:
Recent data suggests 42 percent of surgeons report their patients are seeking aesthetic surgery to improve their appearance on Instagram and other social media. 1 Despite the rising influence of Instagram in plastic surgery, few academic publications address Instagram, let alone evaluate its utilization in plastic surgery. We thus set out to systematically answer the following two questions: 1) what plastic surgery-related content is being posted to Instagram, and 2) who is posting this content?
METHODS: Twenty-one Instagram plastic surgery related hashtags were queried. Content analysis was used to qualitatively evaluate each of the nine "top" posts associated with each hashtag (189 posts). Duplicate posts and those not relevant to plastic surgery were excluded.
RESULTS:
A total of 1,789,270 posts utilized the twenty-one hashtags sampled in this study. Of the top 189 posts for these 21 queried hashtags, 163 posts met inclusion criteria.
American Board of Plastic Surgery (ABPS) and Royal College of Physicians and Surgeons of Canada (RCPSC) board certified plastic surgeons accounted for only 17.8% of top posts (29 posts), whereas those not board certified by ABPS or RCPSC accounted for 26.4% (43 posts). Excluding foreign surgeons, otolaryngologists made up the largest group of non-ABPS or RCPSC board certified surgeons, with 7.4% of top posts (12 posts). Also included in this cohort were dermatologists (9 posts), general surgeons (6 posts), gynecologists (4 posts), family medicine physicians (2 posts), and an emergency medicine physician (1 post). All of these non-plastic surgery trained physicians marketed themselves as "cosmetic surgeons". Nine of these top posts (5.5%) were by non-physicians. This included dentists (4 posts), spas with no associated physician (4 posts), and a hair salon (one post). The majority of these posts were for self-promotional (94 posts, 67.1%) as opposed to educational (46 posts, 32.9%) purposes. Board certified plastic surgeons were significantly more likely to post educational content to Instagram as compared to non-plastic surgeons (62.1% vs. 38.1%, p = .02).
CONCLUSION:
ASPS board eligible and boardcertified plastic surgeons are underrepresented amongst physicians posting top plastic surgeryrelated content to Instagram. Given that the increasing number of non-plastic surgeons performing cosmetic procedures may come at the expense of patient safety and outcomes, 2-4 our findings as mentioned here present a possible cause for concern.
